With the rapid development of e-commerce, more and more digital immigrants actively participate in online shopping. However, some may be more skilled in using e-commerce information system (e-commerce IS), while others still meet some barriers doing so. Thus, it is interesting to investigate the e-commerce IS adoption behavior of digital immigrants. To understand the critical resources that contribute to the different behaviors between the digital immigrants, we attempt to operationalize the capital perspective, drew on Bourdieu's practice theory and propose a research model to investigate: 1) the forms of capital and habitus for using e-commerce IS; 2) what is the relationship between digital immigrant's capital, habitus and e-commerce IS adoption behavior. Based on the data collected from 334 digital immigrants in China, we empirically test the proposed model. To ensure the validity and reliability of the instrument, factor analysis and reliability test were conducted. The results of multiple regression analysis demonstrate the significant effects of habitus and capitals on digital immigrants' e-commerce IS adoption, especially the intrinsic motivation and propensity to informatization dimension of habitus, the social influence and social support dimension of social capital. Implications of the findings as well as limitations of the study and directions for future research are also discussed.
Introduction
Online shopping is becoming an integral part of people's live in China. The rise At the same time, the scale of the Chinese elderly Internet users is also growing. According to the China Internet Network Information Centre (CNNIC) [1] , Internet usage of Chinese users from 40 to 59 years old is steadily increasing.
This group directly falls into the category of the digital immigrants, who learnt to use computers at some stage during their adult life. Moreover, the growth has been gradually shifting to the middle-aged and elderly. An increasing number of digital immigrants participate in online shopping, just like the young generation.
It is an opportunity for electronic commercial enterprise to develop and maintain this new group of consumer.
However, some digital immigrants appear to be quite skillful in using e-commerce IS, they are familiar with the operating procedures and functions of the online shopping sites, mobile apps and so on, they bought things online all by their own, while another group of digital immigrants seem to experience strong barriers and obstacles, they may turn to the others for help. This disparity presents an interesting opportunity to investigate the e-commerce IS adoption behavior of digital immigrants.
In previous information system (IS) research, as for e-commerce IS adoption/acceptance, most of the scholars adopted the classic information technology adoption model, and developed a variety of new factors to extend the basic model [2] , which failed to deeply explain the relationships among the influencing factors. In addition, few studies have focused on the middle-aged and elderly group, that is, the digital immigrants.
Some IS scholars have proposed that information system usage is affected by an individual's cultural, social, and material resources [3] . In addition, consumer behavior literature identifies psychological disposition or motivation as a differentiating resource for human behaviors in general. Along these lines, we drew on Bourdieu's practice theory and identify the four key concepts (habitus, cultural capital, social capital, and economic capital) of this theory as the key forms of capital for using e-commerce IS that contribute to the different IS adoption behaviors.
The purpose of this study is therefore to explore the E-commerce IS adoption behavior of Chinese digital immigrants. Hence, our first research question is what forms of capital should be considered by e-commercial enterprises to stimulate digital immigrant' adoption of e-commerce IS, and the second research question is what is the relationship between digital immigrant's capital, habitus and e-commerce IS adoption behavior.
Our research has some theoretical and empirical contributions. The conceptual framework helps enrich the existing theories of e-commerce IS research and generation research. The empirical findings may yield some implications for ecommerce IS designers, managers, and information service professionals for at-tracting more and more Chinese digital immigrants to adopt e-commerce IS.
The paper is organized as follows. In Section 2, we provide a literature review of related studies. The research model and hypotheses are proposed in Section 3.
Then Section 4 describes the research methodology used in this study, followed by the results of data analysis in Section 5. Finally, in Section 6 we discuss our results, and present implications, limitations. In Section 7, we make a conclusion.
Theoretical Background

Digital Immigrant
Digital natives and digital immigrants are two terms coined by Marc Prensky in a 2001 essay [4] . Digital natives are those who have grown up in a digital world where the use of information and communications technologies is pervasive and ubiquitous. Digital immigrants are those who learnt to use computers at some stage during their adult life [5] . The novel classification provides an interesting perspective from which to examine the type and role of IS/IT users and attract some attention from both practitioners and scholars.
Based on our literature review, commonly there are two thresholds defining digital immigrants: age and accessibility. In this study, we still use the age as a threshold to define the Chinese digital immigrants for its convenience in sampling and filtering. Here we use two factual data as the bases for judgments. First, it is 1987 that China firstly had an access to the Internet, and it is 1994 that China officially got access to the Internet. Second, it is 1995 that personal computer and mobile phone entered the Chinese market. In that case, those who were born before 1975, at least 12 years before the first access to the internet and at least 20 years before the first personal computers and mobile phones were on sale can be regarded as the digital immigrants, since they spent their childhood without any access to internet, and they never had any experience using a PC or mobile phone before their adulthood. They were not born in the digital era but gradually adopted the digital technologies or adapted to various digital arte facts in their later days. Therefore, in this paper, the participants who are above 40 years old (and including 40) are the targets of our study.
Bourdieu's Practice Theory
Bourdieu's theory of practice focuses on the role of social practice in shaping, and being shaped by the linked concepts of "field," "habitus," and "capital." [6] .
With these concepts, scholars will be better able to deepen their understanding of the forces that shape actors' behavior.
Habitus, a signature concept of Bourdieu, refers to a set of dispositions and embodied behaviors derived from the unconscious internalization of the social structure [6] [7] . Since habitus explains why agents from different social groups show different pattern of social behavior and attitude, which leads to different social outcomes, it explains the mechanism of stable reproduction of social structure [8] .
Bourdieu's capital theory mainly includes cultural capital, social capital and economic capital. Cultural capital comprises the knowledge, skills, tastes, preferences, and possessions that give advantage (or disadvantage) in the system of relations [9] . These aspects of culture and knowledge can take different forms, from the aesthetics, tastes, and ways of speaking acquired through socialization, to the institutionalized knowledge and skills that are acquired through formal training and qualification. Once acquired, these institutionalized forms of cultural capital also have symbolic potential to convey issues of reputation.
Social capital highlights the importance of the mutual relationships and acquaintances that reinforce or advance an actor's relative position of power within the field [9] , and includes interpersonal relationships and the resources embedded in those relationships [10] . Economic capital relates to the possession and control of financial capital, intellectual property, and shares, for example, and is directly and immediately convertible into money [11] .
Some IS scholars have proposed that information system usage is affected by an individual's cultural, social, and material resources. In addition, consumer behavior literature identifies psychological disposition or motivation as a differentiating resource for human behaviors in general. Along these lines, we identify the four key concept (habitus, cultural capital, social capital, and economic capital) of Bourdieu's practice theory as the key forms of capital for using e-commerce IS that contribute to the different IS usage behaviors. 
Research Model and Hypotheses
Habitus
Kvasny and Keil found that habitus, which describes an individual's disposition, attitude, and expected benefits about using IS, affects actual practices [12] . Henry suggested that individual dispositions are important psychological resources [13] . To capture this psychological capital, we adapt the habitus concept to our investigative context and define it as an individual's disposition toward using e-commerce IS. Scholars have suggested that individual motivation or orientation toward using an IS has a critical effect on actual behavior. DeHaan reported that positive/negative motivations are mental drivers/barriers for IS adoption [14] . Therefore, to capture an individual's utilitarian and hedonic evaluations of IS usage, we identify extrinsic motivation and intrinsic motivation [15] as constituent properties of habitus. In addition, as embodied aspect of IS habitus, propensity to informatization will also impact IS usage, thus, we propensity to informatization as the third dimension of habitus. The above discussions lead to the following research propositions:
H1a: The extrinsic motivation dimension of habitus will have a positive effect on e-commerce IS adoption behavior.
H1b: The intrinsic motivation dimension of habitus will have a positive effect on e-commerce IS adoption behavior.
H1c: The propensity to informatization dimension of habitus will have a positive effect on e-commerce IS adoption behavior.
Cultural Capital
In this study, cultural capital is defined as the embodied competencies needed to use an e-commerce IS. The skills, knowledge, and capabilities embodied within individuals are internal resources that enable human activities. Bourdieu conceives that cultural capital (CC) can manifest itself in three forms, including 1) objectified CC, such as pictures and books; 2) institutional CC, such as educational credentials; and 3) embodied CC, or the internal competencies needed to appropriate, understand, and use cultural artifacts.
Knowledge has been suggested to be a necessary resource for understanding and operating an innovation. Rogers argued that lack of adequate operational knowledge might not only discourage initial acceptance but also hinder the actual application of an innovation [16] . Meanwhile, self-efficacy describes the belief in one's ability to perform a behavior. Without sufficient self-efficacy, or confidence, even a person with adequate knowledge may not achieve intended outcomes. Therefore, some view self-efficacy as a person's "believed competencies" for task performance [17] . Although cultural capital is often regarded as knowledge or skills, it has been extended to include individual confidence. Similarly, IS scholars have also conceptualized knowledge and self-efficacy as two different aspects of user competence. In our study, we also identify knowledge and self-efficacy as the sub-dimensions of cultural capital. The above discussions lead to the following research propositions:
H2a: The knowledge dimension of cultural capital will have a positive effect on e-commerce IS adoption behavior.
H2b: The self-efficacy dimension of cultural capital will have a positive effect on e-commerce IS adoption behavior.
Social Capital
In our context, social capital refers to the resources from one's social networks for using e-commerce IS. IS researchers have offered similar concepts that capture productive social resources for innovative behaviors. De Haan, for example, indicated that such social resources as access to acquaintances in one's social setting who can offer advice or support would be instrumental for IS use. It is also widely accepted that important referents' behavioral expectations, or subjective norms, will influence one's IS use [18] With this backdrop, we focus on two social capital factors that appear to be especially relevant to our context: support from acquaintances (social support) and perceived expectations from family, relatives, peers, and friends (social influence). Also, having access to acquaintances that can provide information and knowledge about IS usage represents not only instrumental assistance but also emotional support that can encourage adoption. The above discussions lead to the following research propositions:
H3a: The social support dimension of social capital will have a positive effect on e-commerce IS adoption behavior.
H3b: The social influence dimension of social capital will have a positive effect on e-commerce IS adoption behavior.
Economic Capital
In this study, economic capital refers to the monetary means to acquire and access e-commerce IS. Obviously, people with high socioeconomic status tend to possess more information technology access, contact and use experience, and thus more likely to use e-commerce IS. The above discussions lead to the following research propositions: H4: Economic capital will have a positive effect on e-commerce IS adoption behavior.
Research Methodology
To test the proposed model, we used the survey method for data collection, and examined our hypotheses by using multiple regression analysis on 334 useful data. The unit of analysis was the individual.
Measurement
The test scales for habitus, cultural capital, and social capital, and their dimension used in our survey were all adapted from the previous literatures. These variables were measured using a five-point Likert scale ranging from "strongly disagree" to "strongly agree. As to economic capital, the annual household income of the respondents was used to measure economic capital. To measure the dependent variable, e-commerce IS adoption behavior, the following question was asked in the survey: "how do you participate in online shopping in your daily life?" Three categories were coded for the analysis: 3 = I know how to operate e-commerce IS and always buy things online all by myself, 2 = I always need to turn for help during the whole online shopping process, 1 = I always ask others to buy things online for me and never use an e-commerce IS. Finally, 21 survey questions were used to measure the constructs, other questions were used to capture the profile of survey respondents, including age, gender, educational level, internet experience, frequency of online-shopping and so on.
Sample and Data Collection
The questionnaire was translated from English to Chinese and then back-translated from Chinese to English by certified professional translators to ensure the integrity of the constructs. Before deploying the main survey instrument, we invited 15 digital immigrants who have online shopping experience to conduct a pilot study in order to ensure that their understanding of the meaning of the items was consistent with the constructs being used in this study. Some minor modifications were made based on their feedbacks. The revised questionnaire was then used for the formal online survey. Then, We collaborated with a professional data collection service provider, which can directly send our online questionnaires to those who meet our sample requirements: 1) He/she was born before 1975, that is, above 40 yeas old. 2) He/she has been involved in online shopping. About 1.5 mouths later, a total of 361 digital immigrants completed the survey, and 334 of their data are valid. The demographic details of these respondents are described in Table 1 . 
Data Analysis
The data analysis was conducted in two phases. In the first phase, we established the validity of the scales used, through construct reliability. In the second phase, we performed multiple regression analysis. We use SPSS 20.0 to analyze the data.
Reliability and Validity Analysis
As to reliability analysis, Cronbach's α is utilized for testing internal consistency of questionnaire. The result shows that, Cronbach's α coefficient of habitus test scale, cultural capital, and social capital is 0.895, 0.813 and 0.871, respectively, which are all above 0.7, so the questionnaire in this study has a relatively good reliability.
Factor analysis method can be used for testing validity. KMO and Bartlett Spherical Test can be conducted firstly before factor analysis. In our study, the results show that KMO values of habitus test scale, cultural capital, and social capital is 0.876, 0.802 and 0.707, respectively, which are all above 0.7. In addition, significant probability of Bartlett spherical test is P < 0.01, namely the result is significant. It is in line with the research standard available for factor analysis.
Then, factor analysis method is used for respectively analyzing factors of all indicators, and we use principal component analysis. Factor load of each variable measurement indicator on the research scalar is calculated, most factor loads of each measurement indicator are above 0.5, which is in line with the validity test requirements. In addition, total explanation degree of the variable measurement indicators on research variable is also tested in this study, they are all above 70%.
It indicates that research scalar measurement indicator have been rationally set, which can be further researched and analyzed.
Data Analysis
In the study, multiple regressions are utilized for analyzing and discovering how respective variables act on dependent variables, and influence on dependent variables. Multiple regressions were estimated to model the relationships between respondents' adoption behavior of e-commerce IS and their habitus, cultural capital, social capital, economic capital According to our statistics, as shown in Table 2 , the value of adjusted R square is 0.605, which indicates that the degree of explanations of the chosen independent variables reached 60.5%, exceeded the recommended level of 30%, so it can conclude that the chosen independent variable for the model is reliable. Table 3 presents the results of Anova, the value of F is 64.777, and Sig. is less than 0.01, which indicated that the fitting result of the model is satisfied, and our model is reasonable. As shown in Table 4 , the standardized coefficients of extrinsic motivation is −0.053, the value of t is −1.023, the absolute value is less than 1.96, so it can conclude that the extrinsic motivation dimension of habitus have no significant effect on e-commerce IS adoption behavior, and then Hypothesis 1a isn't supported. As to intrinsic motivation, the value of t is 5.477, the value of sig. is less than 0.05, which indicates that the intrinsic motivation dimension of habitus have a positive effect on e-commerce IS adoption behavior, that is, the stronger one's intrinsic motivation is, the more likely he will adopt and use the e-commerce IS all by himself. Hypothesis 1b is supported. Similarly, according to Table 4 , we can make the conclusion that hypothesis 1c to hypothesis 4 are also supported.
Discussion
This study aims to understand the critical resources that contribute to the different adoption behaviors on e-commerce IS between the digital immigrants and investigate the relationship between digital immigrant's capitals, habitus and e-commerce IS adoption behavior. The statistical results support most of our hypotheses with regard to the relationship between digital immigrants' e-commerce IS adoption behaviors and their habitus, cultural capital, social capital, and economic capital. They also provide insight into the factors that are instrumental in promoting e-commerce IS adoption and usage among digital immigrant. Among these factors, by comparing the standardized coefficients of the variables, we conclude that four factors of them plays more important role in motivating e-commerce IS adoption, they are intrinsic motivation and propensity to informatization dimension of habitus, social support and social influence dimension of social capital.
Contrary to our hypothesis, extrinsic motivation doesn't significantly impact digital immigrants' e-commerce IS adoption behavior. The explanation for the lack of support maybe that most of the digital immigrants are middle-aged or above, they enjoy stable income and stable life, their quality of life has reached a certain height. Therefore, instead of external demand, they may be more concentrate about the internal needs. As a result, the extrinsic motivation is not significantly impact digital immigrants' e-commerce IS adoption behavior.
Implications for Theory and Practice
To begin with, this study makes a big contribution to the literature on Chinese digital immigrants and IS research, especially e-commerce IS research, as it is one of the first works that has attempted to operationalize the capital perspective to gain insight into this new social phenomenon. Our application of Bourdieu's capital perspective for studying e-commerce IS adoption has important implications for both digital immigrants and IS research.
As for practice implications, our findings suggest that electronic commercial enterprise should make efforts to gain and optimize various forms of capital digital immigrants, and transform their habitus on IS usage. Especially, focusing on intrinsic motivation, family, relatives, peers, and friends' influence, and support from acquaintances can stimulate this group's e-commerce IS adoption. As to intrinsic motivation, in advertising and publicity, electronic commercial enterprise should focus on the hedonic values of online shopping, which is critical for digital immigrants. E-commerce IS designers can also develop new functions aiming at optimize the digital immigrants' hedonic experience when using an e-commerce IS, such us personalized customization. In terms of social influence and social support, electronic commercial enterprise can take advantage of the younger generation, which are digital natives and family with the digital word.
For example, managers can carry out promotional activities to stimulate the young to recommend his parents or help his parents to buy things online for one time.
Limitation and Future Research
As with all empirical research, this investigation has limitations. Firstly, for the convenience of data collection, we collected all the data online. It is worth noting that, sample bias may exist, which may weaken the generalizability of the findings. Therefore, some comparison studies or lab experiments, especially with different culture background or treating some demographic factors as the control or moderate variables, may shed more light on the generalizability of the results. In addition, most of the dimensions in our study is measured by respondents' perceptions, which are subjective data collected from one period of time.
It is better to collect some objective data about the digital immigrant's actual participation. And future research should identify additional dimensions of these forms of capital that would be important for e-commerce IS adoption.
Conclusion
In sum, this study provides empirical evidence to understand the critical factors that impact digital immigrants' e-commerce IS adoption behavior. E-commercial enterprises should consider these factors, including habitus, social capital and cultural capital, to stimulate the digital immigrants. The results yield some suggestions and practical implications for the designers, managers, and information service staff.
